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This brief provides the conceptual background of 
current research aiming to improve the understanding of 
the relationship between consumer religiosity and social 
and psychological risks associated with adopting new 
products and technologies. This project includes two main 
studies framed by Hunt-Vitell’s General Theory of 
Marketing Ethics and Theory of Moral Potency. Using 
scenario based experimental 2x2 design, two research 
questions will be answered upon the completion of the 
project: what is the nature of the relationship between 
consumer religiosity and perceptions of psychological and 
social risk? What is the role of moral potency in the 
relationship between consumer religiosity perception of 
psychological and social risk? 
     
Introduction 
 Religion remains a significant influence on many 
people’s lives, a demarcation of moral standards, thoughts, 
judgments, attitudes and actions. In previous research, 
religion has been shown to effect consumer decision 
making, ethical beliefs and judgments (Schneider, Krieger 
& Bayraktar, 2011; Swimberghe, Flurry & Parker, 2011). 
However, measuring the influence of religiosity on 
consumer behaviour remains problematic due to the 
sensitive nature of the subject; and so therefore the 
construct remains under-researched. There is also a need to 
develop a theoretical explanation of how individual 
religiosity may affect consumer behaviour (Vitell, 2009). 
Likewise, a gap remains in being able to fully comprehend 
the impact of religious rules on decision making processes 
and product evaluations across different contexts.      
Background 
We see examples of the influence of religion on 
consumer decision making in Islamic societies.  Muslim 
consumers, cautiously adopt new products and technologies 
at a slower rate of penetration than western, secular cohorts 
(Muhamad & Mizerski, 2013). During introductory phases, 
Islamic scholars often critique these new products or 
technologies, alleging the use of such products affront basic 
religious values. However, with the passage of time, these 
products become largely popular even among religious 
scholars themselves. Technological advances, such as the 
introduction of the telephone to Saudi Arabia (El-Tahri & 
Smith, 2005) and more recently today’s social media 
trends, such as Facebook and Twitter (Alarabiya., 2012; 
Kraidy, 2009), have all been broadly adopted (El-Tahri & 
Smith, 2005; Ibahrine, 2008), after consumers were initially 
dissuaded from using. These phenomena indicate that there 
may be religiosity-based factors relating to the perceived 
risks surrounding the adoption of new products and 
technologies.  
Perceived consumer risk can come in many 
forms, so when religious leaders advise followers not to use 
certain products, consumers may perceive higher levels of 
psychological and social risk if they choose to adopt. 
Consumers may believe that taking up these new products 
will negatively affect their relationship with their God, and 
therefore experience increased psychological risk. 
Consumers may also believe that their use of banned 
products will negatively affect their image with other 
members of their immediate society, and therefore perceive 
increased social risk. 
Conceptual Framework  
This research aims to provide a deeper 
understanding of the relationship between religiosity and 
consumer’s perceived social and psychological risk 
surrounding the adoption and use of new products and 
technologies. The study is theoretically framed by Hunt-
Vitell’s General Theory of Marketing Ethics, which 
proffers religion as a significant factor that influences 
ethical judgment, attitude and behaviour; and suggests that 
the strength of religiosity may result in differences in a 
person’s decision making process (Hunt & Vitell, 1993). 
The theory relies upon both deontological and teleological 
ethical traditions in moral philosophy (Vitell, 2009). 
Accordingly, it can be argued that a person with a high 
level of religiosity will tend to adhere more to an absolute 
religious law, or ‘deontology’, and be less concerned with 
situational influences, or ‘teleology’, than the person who 
has a lower level of religiosity (Hunt & Vitell, 1986, 2006; 
Reidenbach & Robin, 1990). However, explaining the link 
between religiosity and risk perception will only describe 
consumers’ beliefs about what is right and wrong and will 
not indicate whether they are going to act as they believe. 
To investigate whether individuals act as they 
believe, the concept of moral potency and its components: 
moral courage, moral efficiency and moral ownership may 
play a significant role (Hannah & Avolio, 2010; Hannah, 
Avolio & May, 2011). Therefore, we propose that moral 
potency may moderate the relationship between religiosity 
and the perceived risks. 
Methodology  
The methodological approach proposed involves 
two quantitative studies. A scenario based, experimental 
2x2 (Popular product vs. Unpopular product) × (Warning 
from religious scholars vs. No warning from religious 
scholars) design will be employed in both studies in order 
to investigate the effect of religiosity on consumers’ 
psychological and social risk perception in different 
situations. Each factor is represented by two fictional 
scenarios with different products. The project will be 
focusing on Muslim consumers because the phenomena 
have been indicated in Muslim context (Saudi Arabia), and 
there is lack of research explaining the consumption 
process of Muslim consumers (Schneider et al., 2011; 
Swimberghe et al., 2011).  To control for cultural effects, 
the target sample will be Muslims in two culturally diverse 
countries, Australia and Saudi Arabia.  
In Study One, 1000 respondents will be asked to 
answer a series of questions measuring their level of 
intrinsic and extrinsic religiosity, measured by intrinsic and 
extrinsic primary motivations (Allport, 1950). Then 
respondents will be randomly assigned to two scenarios 
representing one factor from the 2x2 design. Each scenario 
is followed by questions measuring the levels of social and 
psychological risk perception. In Study two, questions 
measuring level of intrinsic and extrinsic religiosity will 
again be presented to 400 respondents, and then a series of 
items designed to measure levels of moral potency. This 
group will then be randomly assigned scenarios followed 
by the measures of the level of perceived risk. The results 
of these two studies will go towards explaining the nature 
of the relationship between consumer religiosity and 
perception of psychological and social risk as well as the 
role of moral potency in this relationship. The two research 
questions that drive this research are: what is the nature of 
the relationship between consumer religiosity and 
perceptions of psychological and social risk? What is the 
role of moral potency in the relationship between consumer 
religiosity perception of psychological and social risk? 
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